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GPC Analysis 


The following evaluates GPC's recent distribution gains and increased money-off 
promotions and their influence on Basic. This data is based on disaggregated Nielsen 
Convenience stores(400) from 10/93 thru 6/94. 


O verview 

The impact of GPC's distribution gains on Basic was strongest in stores where Basic is 
highly developed and at a price disadvantage. Marlboro was relatively unaffected by 
GPC's increased distribution. 

GPC promotions (buy downs excluding increased distribution) effectively increased share 
+0.5 points, primarily sourced from Basic ancl Other Discount brands. 

Implications 

Basic's share is particularly vulnerable to GPC distribution gains and money-off 
promotions in stores where Basic is highly developed (>10 share points). Evidence 
detailed below illustrates that GPC and Basic have a strong interaction in these high Basic 
development stores. Thus, protecting Basic's strong markets through temporary retail buy 
downs may simultaneously insulate Basic from share erosion and curtail GPC's share 
gains. 

Key Findings 

GPC Distribution Gains 

• Most of GPC s additional share was sourced from Discount brands other than Basic. 
On a fair share basis, Basic lost less share to GPC than competitive discount brands. 

Marlboro was virtually unaffected by GPC's additional distribution as it continued to 
gain share in these stores, up +1.0 point versus the pre-GPC period. During the entire 
35 week period analyzed, Marlboro's share increased +2.5 points in stores where GPC 
gained distribution and in the balance of stores that it did not. While Marlboro appears 
unaffected by GPC distribution gains, competitive response by other Discount brands 
could impact Marlboro. 
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9 GPC gained +2.4 share points, on average, due to increased distribution. However, 
GPC's retail price was also a contributing factor in GPC's share growth. GPC gained 
more share when it entered at the lowest price point (+3.4) than when it was tied at the 
lowest price point (+1.7) or at a price disadvantage (+1.9). 



o 


While, Basic’s share losses from GPCs distribution gains were less than their fair 
share (-0.2) in all stores, Basic experienced disproportionately high share losses when 
GPC penetrated highly developed Basic stores at a price below Basic. (Note: High 



• GPC distribution gains were most prevalent in C-store chains in Nielsen B-counties in 



* Includes stores with GPC distribution gain. 
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GPC Wholesale and Retail Buy downs 

• YTD, incidence of GPC wholesale and retail buy downs have increased. GPC gained 
+0.6 share points in stores with retail coupons/buy downs and +0.4 share points in 
stores with wholesale buy downs, with the stronger response to retail buy downs 
possibly a reflection of increased visibility/price call-outs that accompany this type of 
promotion. GPC's share gain was sourced primarily from Basic and competitive 
Discount brands, leaving Marlboro's share uncharged versus the pre-promotion 
period. 

Additionally, GPC's share gain from promotions were relatively equivalent to share 
losses from all Discount brands. 


Brands 

Share Change 

Wholesale 

Buv down 

Retail 

Buv down/Couoon 

GPC 

0.4 

0.6 

Basic 

-0.1 

-0.2 

Other Discount 

-0.2 

-0.4 

Marlboro 

0.0 

0.0 

Other Premium 

-0,1 

0.0 


• Basic experienced more substantial share losses when GPC placed $ promotions in 
highly developed Basic stores. (Note: High developed Basic share stores were defined 
as a minimum Basic share of 10%.) 



Share Change 

High Basic Share 

Low Basic Share 

Wholesale Retail 

Buv down Buv down/IRC 

Wholesale Retail 

Buv down Buv down/IRC 

Brands 

GPC 

Basic 

0.5 1.0 

-0.3 -0.7 

0.4 0.4 

-0.1 0.0 


• GPC promotional responsiveness varied by regions. GPC’s high SDI markets. 
Regions 3 and 5, exhibited the largest share gain from both wholesale and retail price 
promotions. Additionally, Region 4, Basic's highest SDI market, showed a high 
responsiveness to GPC retail buy downs/coupons. 


GPC SHARE CHANGE FROM MONEY-OFF 
PROMOTIONS 


SHARE CHANGE 



REGION 2 REGION 3 REGION 4 REGiON 5 


■ WHOLESALE BUYDOWNS □ HE 1 AH BUY CJOWNSARO 
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* Basic share is most vulnerable to GPC retail buy dovvns/coupons in Region 4, its most 
highly developed market and in Region 5. 


BASIC SHARE CHANGE FROM GPC MONEY-OFF 
PROMOTIONS 


SHARE CHANGE 



Basic Retail Buy downs 

♦ When B asic temporarily reduced its price at retail, Basic's share increased +0.5 
points of which GPC was the primary source (-0.4 points). This relationship 
demonstrates the strong interaction between Basic and GPC. 


SHARE CHANGE FROM BASIC RETAIL BUY DOWN 
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